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SOUTH AFRICA—Supplement to Advertiser's Weekly 


In a message to ADVERTISER’S WEEKLY His 
Mr. G. P. Jooste, High Commissioner 
for the Union of South Africa, points out that— 


The growth of external trade | 


has been phenomenal 


l AM pleased to learn that 
ADVERTISER'S WEEKLY has 
once again decided to devote a 
special supplement to the pro- 
motion of trade and under- 
standing between our two 
great countries 
The expansion 
Africa’s external 


of 
trade 


South 


has been 


phenomenal Compared with 
pre-war years Our exports have 
ncreased eightfold, the United 


Kingdom being our most impor- 
tant single market, and our im- 


LTHOUGH South Africa 
often “in the news” in 
other countries—sometimes, it 
is to be feared, inaccurate or 
distorted “news”—too little of 
a factual nature seems to be 
known about it overseas. 

It is not suggested that any mis 
representation is necessarily deli 
berate. The truth probably, 
that distant observers and criti 
may be quite unable to give due 
weight to conditions of life which 

totally different from their 

They are naturally apt to 
fashion their views by inappro- 
priate standards 

The basic point to establish is 
that South Africa must not be 
regarded as a sort of counterpart 
of Great Britain. Neither can it 
be compared with Australia, not- 
withstanding climatic similarities. 
And it is utterly wrong to think 
of it merely a wild country 
teeming with game and “raw” 
natives. 

The Union of South Africa 
is highly organised and indus- 
trialised, and is in many respects 
by far the most advanced por- 
tion of Africa. It is by no means 
the largest territory on its con- 
tinent, but its area of 472,733 
square miles is impressive when 
compared with, say, Britain's 
$9,041 square miles. Moreover. 
it is worthy of note that its 
population includes more than 
one-third of all the white people 
in the whole of Africa, the re- 
mainder being scattered, in rela- 
tively small numbers. among 
the dozens of countries which 
constitute Africa. 

There are four provinces in the 
Union: Cape, Transvaal, Orange 
Free State and Natal, and there 
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ports fourfold, the UK being our 
main supplier, making us one of 
her best customers. In 1954 our 


exports to the UK amounted to 
£96. ilion and our imports 
from the UK were £153.6 million 
These figures speak for them 
selves 


This expansion of our external 


trade has been due largely to the 
opening up of extensive new 
goldfields and the unprecedented 
indi al development in Soutt 
Afr In all these British capi 
tal s played a prominent part 
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tal derived 
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It 


this 
that the future economic 


is against background 


relations 


between our two countries 
should be viewed The healthy 
growth of these relations seems 
assured. Every endeavour, how 
ever, is necessary to guard against 
misunderstanding of each other 
due to lack of adequate know 
ledge—a circumstance which may 


create suspicion and possibly 
estrangement where indeed there 
is reason only tor confidence 

I wish your journal every 


success 


One of the best customers 
for British exports 


is a ypulation of 13,669,000 
Ot gure, accordil to the 
lat al estimates, 2,856,000 
ire | sans, 9,161,000 natives 
410.001 \siatics and 1,242,000 
co i t w . th refor he 
se non-Europ out- 
numbe 1e Europeans by not a 
great d short of four to one 
Phis appears likely to be 
maintained by immigration and 
na increase. 
EDUCATION COST 

Vast sums have been spent (and 
ire being spent) on Bantu 
education, social services and 
ger lift, with results that 
have ght a _ tremendous 
change in the overall picture 
Juring the last quarter of a cen 


tury But there are still millions 
of South African natives who 
have not progressed very far up 
the ladder of civilisation and who 
continue to observe in large mea 
sure their tribal beliefs, customs 
and ways of life 

The great majority of them 
have the urge to learn It $ 
expected that in another decade 
or $ T 


teracy will be a thing of 
the past 


On the other hand, there is a 


very large and idily increas- 

g number tives who are 
playing an al role in 
industry and c erce, earning 
good wages, $s ng their own 
press, and bi i great range 
of products dern utilities 
which, not s years ago, 
were almost c d to the Euro- 
pear tior population 

Because it 1 bearing on 
marketing plar iS necessary 
to sex yw th pulation is dis 
tribut 

CAPE Ar 7,113 square 
miles. Total por tion 4,727,000, 
comprising 98 Europeans, 
2,619,000 nat 19,000 Asiatics, 
and 1,102,000 « red 

TRANSVAAI Area 110,450 
squ mile fotal population 
§.244,000, comr ng 1,317,000 
Europear +.783,000 natives, 
$6,000 Asialics and 88,000 
re ired 

ORANGE FREE STATE: 
Area 69.647 squa miles. Total 
population 129,000, comprising 
248 00 I peans, 866,000 
natives, and 15,000 coloured 

NATAL: Arca 35,284 square 

cs tal population 2,571,000, 


IY 


nr 


12 


atics, and 3 


iy 4000) 
1.895.000 natives 


Europeans, 
335,000 Asi 


7,000 coloured. 


By CHAS. R. PASK, 


joint editor, African Press 


and Advertising Annual 


Fr 1 thes letails it will be 
clear ut tt I vaal has the 
large popula and the 
larg nur f vf natives, 
alt! if 1 rea but 23 per 
cer I as a whole 
The ¢ t / per cent of the 
total area { the great bulk of 
the « ired population The 
Orang I S whose arca 
is ll yg t I vc whole, has 
compara y few coloureds and 
no As while Natal, 
accounting nly seven per 
cent ! urea, has the 
greatest d ft non-Europeans 
and a hea ntration of 
Asiatics 

TWO LANGUAGES 

Befor A cay this analysis 
of Sout \ population 
there is on I matter of vital 
importance to adv sers: South 
Africa has tw th languages 

English and Afrikaans By 
lingualism growing constantly 
and fully 60 7 ent of the 
white populat now speak hoth 
languages. It will be af preciated 
that this 1 ha economic, 
social, and political significance 

It was shown by the 1951 cen 


@ Continued on page 2 
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The economy has never 


a. wee 


ers Weekly 


been so sound 


sus that many more biltmgual 
people claim Afrikaans than 
English as their home language 
English only was spoken by 
295.483 people, and Afrikaans 
only by 151,522 people. Against 
these two small unilingual groups 
there is a much larger bilingual! 
group who prefer to. be 
approached in Afrikaans. Cor 
sequently the wise advertiser wi! 
see that he considers not on 
the claims of the Afrikaans 
language press, but that his car 
tons, labels, enclosures, instruc 
tions, etc., are in both language 
and that his display material doe 
not ignore Afrikaans 

Afrikaans is habitually spoken 
by most coloureds and by an 
increasing number of natives 
The latter, of course, also have 
their vernaculars, and “ mother 
tongue” education is being offi 
cially encouraged. 

In the past the native has 
favoured English when he 
became urbanised. Now, many 
of them, like the coloureds, 
acquire a working knowledge 
of both Afrikaans and Eng- 
lish. This is borne out by the 
experience of publishers of 
Bantu media. English has 
always been the predominant 
language in native publications, 
but serious thought is being 
given to the desirability of 
catering for those natives who 
are becoming more familiar 
with Afrikaans. 


Some idea of distances and 
their influence on pricing, sales 
organisation and distribution, can 
be obtained from the fact that a 
trip by rail covering the three 


largest centres and back to start 


ing point, means a journey of 
ver 2,700 miles. But with no 
very great addition to this mileage 
one could take in, en route, most 
of the other principal centres 
throughout the country This 
most instructive trip should be 
undertaken by more overseas 
business executives who wish to 
obtain a first-hand knowledge of 
South Alrcan conditions and 
OtentUalitics 
Incidentally, Johannesburg, in 
Transvaal, with a population 
well ver 800,000, is the 
15 largest city and the com 
ind industrial metropolis 


rs n Africa. The second 
argest ape Town, in the Cape 
Prov with a population in 
of 650,000. Third in 
Durban, in Natal, with 
»n Of about 458,000 
SOUTH WEST AREA 
s ganisers ghould con- 
| nandated territory of 
Sou st Africa along with 
Sou ca. Administered by 
the it has many common 
in id close ties with it. 
Phe f South West Africa 
cov 725 square miles and 
its 7 yn 430,000, of whom 
som ) are Europeans. The 
adm ve capital is Wind- 
hoek centre of the main 
kara} ep breeding and farm 
ing <istricts 
I momic position of 
Sor \ a has never been so 
$OU is to-day, and con 
sid r great wealth of 
na yurces, her enterprise 
an “ssive spirit, there is 
ev sson why the country 
s ! from strength to 


A view of Jeppe 
Street, one of the 
main arteries of; 


Johannesburg. With 
@ population of 
well over 800,000, 
this is the largest 
city in the Union of 
South Africa 
Picture by South 
dfrican Railway 


A modern office 
block at the corner 
of West Street and 
Gardiner Street in 
the centre of Dur- 
ban. With a popu 
lation of abou! 
458,000, this is the 
third largest city in 
the Union 


strength In additi ng 
the principal source the 
output for 1954 wa est 
for 10 years—Sout! \ is 
rich in a long list « als 
which the world nee ng 
uranium, diamonds 26, 
manganese, coal, 1y, 
copper, iron, asbestos 

Solid evidence of | nd 
prosperity is provic he 
figures for nation ie, 
which have been r ul 
a halt for many yea he 
year 1953-54 the as 
£1,375,500,000 comfy th 


£363,900,000 for 1938 

Industrial develor is 
been truly astonishing le 
last 10 or 12 years, a is 
a very wide variety of ry 
industries. It would a n, 
indeed, that the stage n 
reached when consol id 
weeding-out are mor le 


than new development 


Outstanding industrial 
achievements are two large 
plants for steel production; 


two of the largest explosives 
factories in the world: a lurge 
rubber industry; an oil from 
coal industry; an extensive 
engineering industry; a con- 
siderable food processing, pack- 
ing and canning industry, 
covering an enormous field of 
products; and a comprehensive 
textile and clothing industry. 


SEPTEMBER 9, 1955 


AA Oh Wh ot wh my 
Peewee wy 


In addition to all that, the 
Union is the world’s second 
largest producer of merino wool 
and produces and exports wines, 
brandy, and fruits of all kinds 
It is self-supporting in sugar pro 
duction, and its agricultural, 
forestry, and fishing industries 
are flourishing. As regards agri 
culture it has been announced 
that this season there is a sur 
plus production of one million 
tons of maize for export 


NEEDED IMPORTS 


The country is still dependent 
however, upon imports for a wide 
range of consumer goods, capita! 
equipment, certain raw materials 
and a variety of semi-finished 
goods and materials needed by 
industries. There has recently 
been a marked rise in imports, 
because of the relaxation of 
import control and an improve 
ment in the balance of payments 
position And South Africa 
remains one of the very best cus 


tomers for British exports. The 
Union's total imports for 1954 
amounted to £439,000,000, of 
which £153.600,000 came fron 


the United Kingdom. The other 
side of the external trade picture 


is that the Union's exports 
(excluding specie and gold) fo 
that year totalled £331,500,000 


of which £96,600,000 went tc 
United Kingdom 
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Prestige names fill its advertising pages, 10 Govern- 
ments, 4 Leading South African Banks, |7 Air and 
Shipping Lines, Insurance Agencies, Travel Agencies, 
Manufacturers of Household Goods, Office Furni- 
ture, Motor Cars, Watches, Clothing, Toilet 
Preparations, etc., etc... . Advertisers who are 
convinced that this new media is read and retained 
by the people who matter. 


THE SOUTH AFRICAN’S HOLIDAY AND ' 
TRAVEL GUIDE TO SOUTH AFRICA AND a ie 
THE WORLD offers the finest potential buying- Sean ae nt — 
readership in South Africa for precisely 100 gns 

per page r fr 


Superbly illustrated and compiled and edited by jon Representatives G. E. BYLES & SON 
its joint Managing Directors, who have travelled 1! Fleet Street, London, E.C.4 

the world over to gather their material first hand, Telegrams: ** Oseads, L 

this unique travel guide has alreacy made publishing relephone: FLEet Street 2263 

history throughout South Africa. Printed on 

finest quality art paper, screen | 33 


Here is its distribution :— 

(with proportion of total population of all three 
countries, resident in the areas shown, in paren- 
theses) 


Transvaal 44.9%, (42%) 

Cape 28.2% (32.6%) 

Natal 12% (9.6%) 

Orange Free State 6% (8%) 

Rhodesias 6.7% (6%) 

S WA ; 1.3% (1.8%) 
Outside above areas 0.9% 


Ask the greatest potential purchasing public in South 
Africa to buy YOUR goods through the pages of 

THE SOUTH AFRICAN’S HOLIDAY AND TRAVEL GUIDE 
TO SOUTH AFRICA AND THE WORLD. 
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The advertiser is served by a 


wealth of first-rate media 


Union of South Africa 


YHE 
T is 


well equipped = with 
the auxiliary or support 
ing media which are often 


necessary in making a national! 
campaign complete. An 
portant place in the list must 
be given to commercial radio 
During the last eight years 
great change has taken place 
the considerations governing the 
allocation of an advertising ap 
propriation in South Africa. Up 
to 1947, when Lourenco Marques 
Radio began to come into pro 
minence, there were no radio 
advertising facilities in the Union 
other medium could be 


ud to offer strong competition 
» the press 

For a time, especially after the 
stablishment of Springbok Radio 
by the South African Broadcast- 
ing Corporation in 1950, it looked 
is if press revenue would suffer 
This, however, was found to be 
no more than temporary lull 
during a period of readjustment 
to new conditions, and to-day 


very little of the expenditure on 
radio (approximately £1,250,000 
a year in all, of which some 
£750,000 is for actual broadcast- 
ing time) has been diverted from 
press channels—certainly none 
from the leading newspapers 


EFFECT OF RADIO 


Other media have probab! 
suffered to some extent and 
having to fight harder for a shar< 
of the advertising pool, but the 
advent of radio came at a ti 
when the total investment on 
advertising in South Africa was 
fast increasing and, in the mar 
it represents new or additiona! 
expenditure. 

It is now firmly established 
with all sections of the public 
and a long list of sponsors, in- 
cluding numerous international! 
advertisers, and as a rule little 
time is available. 

There are a number of South 
African specialist organisations 
which are well qualified to give 
expert advice and first-class pro 
gramme production, and several 
advertising agencies have a radio 
department 

Owned by the Radio Club of 
Mozambique, Lourenco Marques 
Radio operates from just beyond 
the borders of the Union in 
Portuguese East Africa. It con- 


centrates 


ion 


S 


4 


on light musical and 
programmes and provides 
verage not only of the 
ut also of the Rhodesias 
ith West Africa. Spring- 
idio has a different type of 
nme and gives intensive 
e of the Union from a 

network of transmitters, 
f which are in smaller 
that are well situated to 
good reception over rural 


PLEMENTARY MEDIA 


two services must be re- 
as complementary, and 
sonsors use both. Each 
idequately for the Afri- 
veaking as well as the 
speaking listener. The 
eriod, for which higher 
ply, is from 5.30 to 10.30 


rtising On cinema screens 
able in about 450 cities 
vns throughout the country 
emas with seating capaci- 
from 350 to over 2,000 
nsiderable number of the 
places the cinema is the 
eans of entertainment, and 
sited regularly by residents 


By AN AGENCY EXECUTIVE 


of the town, and 

families and othe: 
surrounding dist: 
the latter think n« 
ing long distances 
they still refer & 
scope.” 

Every class of 
can be covered 
cinemas catering 
only, and other 
mixed audiences, 
70 cinemas in tt 
operate exclusive 
Europeans 

Clearly, this for 
ing has special 
where there is litt 
local means of rea 
ing public, as well 
centres of populat 
tages include 
@ Showings can be 

national scale 

arrangement 
of towns or are 
@® Advertisements c 
frequently and 


or 


Larming 


plans for localise 


sure. 


@ Messages can be 
the official langu 
native language } 
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Bloemfontein—city of gold 


im 


showing the Raadsaal 
is developing very fast industrially 
tant new gold mines in the Orange Free State 


the 


of Bloen 
wing to 


centre 


the growth of 


in the 
ny of 
notor- 
i what 
e bio- 


unity 
from 
peans 
have 
some 
which 
non- 


vertis- 
areas 
other 
buy- 
large 
dvan- 


on a 
any 
ation 


inged 
with 
pres- 


er of 
in a 
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This 
impor- 


@ Appeal can be visual only 
(slides) or visual plus oral (film- 
lets). 


Only a limited time is allowed 
for the showing of advertisements 
and there is often a waiting list 
for vacancies in the leading city 
cinemas. Slides and filmlets are 
never introduced into the actual 
programme, being shown before 
the first picture and during the 
interval which always precedes 
the screening of the main feature 
Audiences are fairly evenly 
divided between male and female 


On the basis of a contract for 
12 months, the rates for slides 
range from 3s. a week for a small 
town cinema giving two shows 
a week, to £6 a week for big 
cinemas in Johannesburg giving 
14 shows a week. Rates for the 
exhibition of filmlets are from £1 
to £20 a week. Cost of produc- 
tion is not included. 


TRANSPORT SYSTEM 


In South Africa public trans- 
port systems in the course of a 
year carry scores of millions of 
passengers. It is estimated that 
at least 30 per cent of men living 
in or near the cities use road 
transport for getting to and from 
their work, and an average of 
about 25 per cent of the women 
use it when they go shopping 


The parking problem for motor 
cars has become so difficult in all 
the main centres that the number 
of people using public transport 
is growing. 


Trains in South Africa carry 
no advertisements, but space is 
available on buses (also trams in 
a few places) covering wide areas 
in and around all the principal 
centres of population. In most of 
them, interior spaces may also be 
obtained. This form of advertis 
ing is usually under contract to 
firms which make a speciality of 
it, although a few municipalities 
handle the advertising themselves 


Since a large proportion of the 
urban and suburban population, 
both European and non-Euro- 
pean, use public transport every 
working day, the advertising mes 
sage has a repetitive value which 
is calculated to make a lasting 
impression. Furthermore, there 
are obvious limits to the amount 
of competition which is possible 
in this method of publicity and 


@ Continued on page 6 
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THE OUTSPAN: 


Southern Africa's most popular 
and widely-read magazine. A ‘must’ 
on every advertising schedule. 


THE FARMER’S WEEKLY: 


The recognised authority on 


Agricultural matters, devoted to the 
interests of FARMERS throughout 


Southern Africa. 


SOUTH AFRICA—Supplement to Advertiser's Weekly 


FEMINA AND WOMAN’S LIFE: 


The popular fortnightly maga- 
zine for the discriminating woman 
Indispensable as an advertising 
medium for products of feminine 
appeal. 


THE FRIEND: 


The English morning daily news- 
paper covering the central area of 
South Africa. Established 1850 


For further details write 


The Advertisement Manager, 


THE FRIEND NEWSPAPERS Ltd. 
P.0. Box 245, BLOEMFONTEIN. 


LONDON : Argus S.A. Newspapers 
Ltd., 85 Fleet Street. 


NEW YORK : S. S. Koppe & Co. Inc., 
650 Sth Avenue. 
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Display techniques are 
equal to world’s best 


the passenger often sees it when 
he or she is near a place where 
shopping can be carried out 
which brings the value of the 
medium close to that of point of 
sale advertising 

An important point is that the 
appeal is not confined to actual 
passengers, because the exterior 
advertisements are seen by an 
even greater number of motorists 
and other road users, pedestrians 
and householders passed by in 
the course of a journey. Effective 
use can be made of colour, and 
the painting of slogans, package 
and other illustrations on vehicle 
is carried out most efficiently and 
attractively 


Contracts are for a minimum 
period of one year, and in certain 
cases two years, at rates for 
complete vehicles ranging fron 
£7 15s. a month for a single-deck 
bus in one of the smaller centres 
to £20 a month for a double-deck 
trackless tram in Cape Town 

POSTER FACILITIES 

As for poster advertising, there 
ire e hoardings of modern 

pe, and well sited for the dis 
play of 16-sheet, 48-sheet, and a 

ed ber of 32-sheet posters 

t f centr and their 

suburt ir I mall towns 

ure th tings, but 

the Soutl African Railways 

Admin ition provides sites for 

posters and enamelled plates on 

stations and other railway pre- 
miscs 

The appeal of the poster in 
the Union is in essence the same 
is it is in, Say, Britain or the 
United States. It has the advan 
tage that tance on pictures 
rather than words enables its 
message to be quickly and easily 
assimilated by all classes of South 
Africans, European and non 
European alike. There has, how 
ever, been a reduction in the 


facilities for such advertising dur 
ing recent years, owing to the 


KEE 


Own BOVRII 


risers Weekly 


tightening-up of municipal regula- 


tions, and it seems that this is 
likely to continue 

Posters undoubtedly have a 
place in the plans of national 


idvertisers whose products lend 
themselves to reminder publicity 
Painted signs on hoardings are 
so employed by local adver- 
Maintenance service ts very 
ind even after bad weather 
rare thing to see a torn or 
ia ¥ poster. 
I vardings of the US type, 
illed “AA,” monthly rates are 
£5 5Ss., 32-sheet £3 15s., 
ect £2 5s For modified 
the rates are £4 15s 
and £2 respectively For 


vile’ sites on which little 


: s allowed between the 
[ the monthly rates are: 
i., £2 Ss. and £1 2s. 6d. 


} ction facilities for posters 
sizes, from artwork to 

by any process, are of a 
idard, and no advertiser 
chary of entrusting such 
South African producers 

the foregoing indicates 

e is no dearth of well- 

( ! advertising facilities in 
S \frica it by no 


means 
ex the list. Neon signs, for 
ex are ubiquitous, and 
ae vertising—consisting of 
bar owed by aircraft—is not 
un yn There are, also, a 
nu f annual exhibitions and 
sh: hich attract large atten- 
da nd offer a useful means 


Prospects 
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The first electric 
newspaper in South 
Africa beea 
operating in Jo/ 
nesburg last Ma 
The switching o7 
ceremony 
formed 
mayor 
Neon 
Lid., 


was per 


by t/ 

c la “a 
Lights (SA 
installed 


service 


television 


Wi AT are the chances of 
levision coming to South 

) the near future? 
can say at the moment 
inter-departmental com 


A double-decker bus owned by the Pretoria City Transport organisa 


tion 


Advertisement illustrations on buses 


n South 


out attractively and with efficiency 


Africa are carried 


of publicity espe the 
advertiser who nec Stra- 
tions, sampling, ar nities 
for the distributi ire 

Advertising by n vour 
among department and 
other traders who « nail 
order trade, and ot! e list 
of “ prospects * elec 
tive. But for gene ising 
the dual language nt is 
apt to put up p costs 
beyond the econon here 
are, however, spec ates 
for bulk mailings 

Window and shop tan- 
dards are, on the w ark- 
ably good. All kin play 
aids, cut-outs and s of 
a character and qua | to 
that turned out any, ein 
the world, are desig: sro- 
mittee, consisting < vical 
representatives of South 


African Broadcasting Corporation 


and of the Department of Posts 
and Telegraphs, is now ing 
the whole question a | be 
submitting a report to Mr. Gideon 
Roos, director gen the 
SABC, in due course 

The journal Advertising and 
Selling reported in May that 
popular opinion in advertising 
circles was that television would 
appear in ome centre of the 
country in five years and that 
other centres would follow 

The radio director f the 
J. Walter Thompson SA) 
(Pty.) Ltd.. Ken Tay! said 
that it was presumed that the 
government would give a ence 
solely to the SABC nerate 
television “and will 
obviously try to get bills 
paid for them by inviting spon- 


sorship.” 

However, the cost of commer- 
cial radio itself is “as much as 
commerce can bear.” Mr. Tavlor 
has added, “and very few adver 
tisers will be afford the 
tremendously medium 
of television.” 


able to 


expensive 


duced in South Africa. The same 
applies to all aspects of up to 
date packaging. Cartons and con 
tainers of every description and 
for any purpose, in accordance 
with the most modern ideas and 
processes, are produced by 
numerous firms 

Finally, let it be stated that the 
services offered by South African 
advertising agencies are of the 
highest order These’ well- 
equipped organisations, steadily 
increasing in number with the 
growth of South Africa's advertis- 
ing bill (at present totalling £11 
to £12 million a year), have an 
intimate practical knowledge of 
the market and its media which 
is invaluable to the oversea adver 
tiser as well as to the local indus 
trialist 


EGGGS 


Ls 
Ls 
& 


This 30 foot double sided 


mn was built for 


vertical 
Cleghorns, of 


Johannesburg, by Claude Neon 
Lights (SA) Lid Neon siens are 
much employed in South Africa 
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 PAN-AFRICAN ADVERTISING | 


SOUTH AFRICA 
IS 24 HOURS FROM PICCADILLY CIRCUS BY AIR | 
BUT ONLY TWO MINUTES BY TAXI! 


PAN-AFRICAN ADVERTISING 


has its London Office at 


31 ST. JAMES’S PLACE, 3.W.1. 
(GRO 8231) 


We make it our job to study closely the white and coloured 
markets and our approach to the coloured buying-potential is 


our specialised task. 


With the easing of import restrictions in South Africa, it may 


well become your next most promising export market. 


PAN-AFRICAN ADVERTISING (PTY.) CO. 


| JOHANNESBURG AND LONDON 


J 
3 
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SEPTEMBER 9, 1955 7 SOUTH AFRIC A—Supplement to Advertiser's Weekly 
a a ee — —————————— 
i 
| saisiannenastiiiiieniaaiiiiinaesd 
© 
A | 
, 
. 
re. 
aa 
ny 
{ 
a 
5 | 
Wr | 
- | 
i J | 
at | 
ia ee | 
my a | 
5 s | 
ae 
4 PS 
: eee 
ae 
. 
rat 
: i ee 
| 
Be 
x 
o 
zi 
"+ | ‘ 
— 
xi | a _ ——— —— _ — - 
gh 


SOUTH AFRICA—Supplement to Advertiser's Weekly 8 SEPTEMBER 9, 1955 


With the prospect of most 
import control restric- 
tions being lifted within the 
next 12 months, South Africa, 


- > 
sags a important bape o The Afrikaans-speakin 
British goods, offers even 
greater opportunities to British 
manufacturers for developing 
their export trade. e . 
During the post-war years 
great developments in all direc mar e is growing 
tions have taken place, the most 
significant of which has been the 
rapid, almost phenomenal, expan 
sion of industry. This has resulted 
in full employment and a measure , By A MARKETING EXPERT 
of economic security formerly un- 
known to the South African 
people. Some idea of the chang 


ing economic position may be  availab! because of import growth of a flourishing Afrikaans 
gained from a recent statement by ntrol publishing industr -cllent r . 
the Minister of Economic Affairs he Afrikaner has a great love Afrikaans. new and The Afrikaners 
Dr. A. J. van Rhyn, that Sout! for his language and takes a pride magazines are ava vhile 
Africa’s national income had peaking and reading it hundreds of books shed Here are a few significant 
more than doubled during th K ise of his long and bitter each year to satisfy ever- facts and figures about the 
eight-year period 1947 to 1955 for recognition, language is growing appetite of t ins- Afrikaans - speaking popula- 
the increase being from £6(K J ite matter with the _ reading public tion :— 
million to £1,500 million. As a ‘ f It is, therefore, ; ; — 
result, the standard of living of dable that among MAGAZINE PR — soy Rad —_ 
the South African people had language sentiment is One of the most ilar ia Oe ar 144 who 
been raised to one of the highest t neentive to buy developments in tt ans : — we 4 
. ' speak Afrikaans. 
in the world, the Minister added Wen called upon to decide publishing field d ent ®@ The great majority of the 
Sharing in this prosperity have hetween two articles, both vears has been the rent 250 000 people who 
been the Afrikaans - speaking claiming the same good = and growth of the n ess usierated from rural areas 
section, who to-day generally earn qualities, the Afrikaner will There has been a ¢ 1eW ate towne and cities 
good wages and salaries. Their ir ‘bly choose the ome magazines, and exist ca- during the period 1936-51 
hare of the national income has é ¢ him in his) own tions have impr ind were yt +A ennepetlsarr doe 
been computed authoritatively at lanzuage. expanded almost bey zni- © During this 15-year period 
0 million. Increased earnings rst products of the tion Popular week rine th he lll speakin 
hav meant increased buying At speaking schools, estab- circulations top the irk, . lati a ss ~ 
pow ind a greater demand for iis a short 25 years ago, while fortnightly ar hly emery pe eng t the 
| types of consumer goods, many ire ng adulthood, and a publications vary ir yn : oe ag a ahead - 
, f which have not been readily log clopment has been the from 25,000 to 125 re on d oad » oer 
are some well-produce ins doubled. 
- — magazines, w en @For all principal urban 
i ‘ - . ind the farming con ire areas combined, the ratio 
A £1 ,000 million i (\ARKET ! well catered for 7 of Afrikaans-speaking per- 
ee tae devoted ar sons per 100 English- 
c if interests aki i ¢ 
} South Africa's purch power exceeds The Afrikaans mag “88 poy Bee ye on 
£1,000 million! Two v isiness reference is accordingly a “mu ny © In 1936 there were 130,000 
books provide the ke, ew trade outlets ae alia 0 - more English - speaking 
and to South Africa siness conditions. Mast he gy Poca on ea + than poe 
: . speaking in a urban 
@ NATIONAL TRADE-IND: * ugencies to-day have ns areas, but by 1951. the 
This invaluable classifie ndex and directory departments, and are ot Africaans-speaking out- 
lists the suppliers in So of over 6,000 classes s nndiing ar am os numbered the English- 
of goods, each with a list 5. A. Manufacturers, small, directed at the as speaking by 85,000. 
(b) Trade Distributors, » indent and S. A. speaking market 
Manufacturers’ Agent ying them. The classi- 
fications are arrange tional basis and are 
\ invaluable for the prer f mailing lists concern- 
ing any particular con t r for selecting agents 
to handle your produ |,100 pages include the 
National Trade-Marks tory which lists nearly 
; 20,000 registered an registered trade marks in 
; active use in South Africa. Price £4 
: @ BLUE-BOOK OF S.A. BUSINESS 
i If business conditions in South African concern you, 
: this Blue-Book wil! ply the answers in simple 
; language, stripped of »galese '', to a 1,000 and one 
questions. The following are a few of more than 40 
; features :-— 
‘. Companies Act Population Statistics E 
> Cost-of-Living Allowances Price Control 
um Customs Tariff (the y Production Statistics 
solidated up-to-d ont Ra:lway Rates 
ie available) hop Ordinances 
Distributive Trade Wages Share prices and dividends 
rs Factory Regulations Trade Marks Registration 
A Imports and Exports Statistics Workmen's Compensation 
F Municipal Facilities 
400 pages Price €2.10.0 
‘ Published by the National Publishing Co. (°ty.) Ltd., Cape Town 
. Available from 
b Picture by f m Railways 
A. VERNON KEITH & co. 4 view of Church SgGuar the centre of Pret ria South Africa 
Napier House, 247 High Holbo L jon, W.C.1. is now enjoying a hig ! of prosperity and there is no indication * 
+ that anything | 


it economic expansion lies ahead 


= 
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Suid-Afrika BIED U MEER as Sebras en Diamante 


Africa zebras 


Yes, South Africa offers you much more. 

it offers a vast potential market for a great many products 
and an easy way to cover 

nearly 60°, of this market. gee et = 
— The official language of ARann 
nearly 60°, of the white population ' 
is Afrikaans — By using the publications of 

Nasionale Tydskrifte Bpk. (National Magazines Ltd.) your sales message 
will be read in scores of thousands of homes 

in the language they love and cherish — 

in the language that sells. 


DIE HUISGENOOT SARIE MARAIS LANDBOUWEEKBLAD DIE JONGSPAN 
A favourite family magazir Bricht strated fortnight Tr Afrik T P 


ine oniy 


NASIONALE TYDSKRIFTE BPK. 


For rates and specimen copies write to: P.O. Box 1802 Cape Town. P.O. Box 5425 Jo»annesburg. London: Edwin Greenwood 
Ltd, 231/2 Strand, London W.C. 2 New York: Joshua B. Powers Inc. 345 Madiron Ave. New York, 17, N.Y 
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More than 


half 


of the Union 


1S 


3 primarily 
Afrikaans 
speaking 

| Die Landstem 

gives DIE 


good coverage 


= 6m 66 TLANDSTEM 


lowest 


. THE WEEK-END 


millinch rate 


FAMILY NEWSPAPER 


Advertisement Manager : 
M TS, P.O. BOX 90, CAPE TOWN 


of any 
Afrikaans 
publication 


| ondem Representative : 
5S. A. LONDON MORNING NEWSPAPERS 
2, New Cavendish Sereet, 
Porthand Place, 
London, W.1. 
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There is a press of the 


highest standard 


By Our South African Press Correspondent 


FYROM whatev dpoint 
one judges it Africa 

possesses a pre lighest 
Standard, comparing ivour 
ably with tha other 
country in the world It is 
virile, respon | in- 
formed, and | y its 
readers The 1 S$ are 
still suffering fr rtage 
of newsprint, b » the 
leading daily ar news 
papers are able ly to 
publish anything 2 up 
to, IN certain ca yw 28 
full sized eight ges 

The Engish-lar news- 
Papers continue the 
foundation of tional 
advertising ca the 
South African pr his is 
incontrovertibly Cause 
three out of fou week 
end newspapers South 
Africa are in Eng essed 
in another way, total 
circulation of x mately 
1,765,500 for all 24 rican 
daily and week-er ipers 
17 in the Eng tuage 
account for a littl per 
cent 

AFRIKAANS GROWTH 

The Afrikaans-lar 1ews 
paper is comparat 
but its development 
hands. Some of its ¢ iring 
recent years can be *d to 
its adherance—with and 
ing exception—to tical 
party now in powe . yubt 
the number of Afrikaans news 
papers will increase 

To the Afrikaan vaper 
press must be added a pro- 
portion of the try press 
(nearly all published weekly) con 
sisting of 100 sma! il papers 
whose combined cir ation is in 
the region of 150, per 
issue. A few of tl Papers are 
n Afrikaans only, and a few in 
English only. a far rger group 
being printed in th languages 
As their circulations a nost 
entirely in the rura is can 
be taken that the eaders are 
very largely Afrikaans-speaking 

Between them the gazines 
attract near ne-t ex 
penditure on press advertising in 
South Africa Nationally-circu- 
lated magazines week and 
monthly—constitute a powerful 
medium of advertising, and there 


has been a marked increase in the 
number of Afrikaans magazines. 
so that their total circulation 
actually exceeds that of the prin 
cipal English-language magazines 


This is a remarkable achieve 
ment. 

Contrary to the conditions ex 
isting in other countries, South 


African magazines are not. taker 
as a whole, greatly diverse in 
character Most of the leading 
periodicals favour the same size. 
with a type area of 124 inches 
ver five columns, but each has 
found its own editorial formula 
and style of make-up. If there is 
some duplication in their circula 
tions, this is not at all undesirable 
for the national advertiser 


WOMEN’S PRESS 


There are a number of excel 
lent periodicals for women—both 
English and Afrikaans but 
South Africa has very few 

class” publications as the term 


is understood 
hardly any in the general 
which are published 
for men. The popular magazine 
has family appeal. with a pre 
dominance of women readers 


and 
field 
specifically 


overseas, 


Publications for non-Europeans 
are growing in number, circula 
tion, and influence There are 
now at least 24 such publications 
12 of them week ne of which 
is a Sunday paper appearing in 
Johannesburg, one fortnightly 
and several monthlies (including 
one for housewives) a story maga 
zine, and two pictorial magazines 
Four periodicals in the list cater 
specially for Indians, and or 


mostly for coloureds 


The most popular weekly is 
printed in four native languages 
as well as English. Others use 
English and one, two, or three 
vernaculars, while still another 
section is in English only 


TRADE JOURNALS 


The volume of advertising in 
South Africa's trade, technical. 
industrial, and professional 
press has more than doubled in 
the last 10 years. The number 
of these publications has risen 
considerably and there is now 
a highly developed network of 
periodicals—mostly monthlies, 
but a number of firmly estab- 
lished weeklies, and some fine 
quarterlies and annuals—cater 
ing for virtually every special 
ised interest. This section of 
the press covers every branch 
of mining, engineering, indus- 
try. farming. commerce, the 
professions, retailing, and a 
host of trade and technical sub- 
jects. to the extent of nearly 
150 publications in all. With 
few exceptions they are printed 
in English only. 
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COMPLETE COVERAGE 
IN 
SOUTH AFRICA 


CAPE TIMES 


The only English-language morning daily in 
Cape Town: covers all the city and suburbs 
and is widely read throughout the prosperous 
country districts of the Western Province. 


CAPE TIMES Walter Kirby 
WEEK-END MAGAZINE 


Published on Saturdays as » supplement to ° 
the Cape Times: contains many outstanding Practitioners in Advertising 
features and has particularly «crong woman's 
readership. 


NATAL MERCURY 


The only morning daily in Du covers all! 
the province of Natal intensivc'y—also Zulu 
land and East Griqualand 


S.A. WOMAN'S WEEKLY a long assoctation wrth 


Published on Thursdays as as ment to the 
Natal Mercury : devoted to nterests of 
the woman and the home— of the most 
important women's media ir e Union 


RAND DAILY MAIL 


The only English-language morning daily in 
Johannesburg covers the city and suburbs 


and all the Transvaal province intensively accounts over the last 
SUNDAY TIMES 


The greatest newspaper in Southern Africa 18 years 
published from johannesburg, it has a national - 
circulation in the Union and the Rhodesias 


» 
- 


er 
' 
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are proud to claim 


many internationally famous 


MORNING NEWSPAPERS 


92 New Cavendish Street, 
London, W.l1. 


Telephone : LANgham 5036 
American Representatives : 


Joshua B. Powers Inc., 
345 Madison Ave., New York 
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Advertising to the native market taps 


| an enormous spending potential 


By WILLIAM W. PARR, 


adverti:ement manager, Bantu Press (Pty), Ltd. 
TI.HE great field and poten- in fact. any form of self-improve- products the greatest merit of tions the African has been gulled 
tially lucrative Bantu "ent the African buyer is his stromg by sharks and charlatans; has 
market is rapidly assuming riving schools are inundated sense of brand loyalty, 1 great been sold cheap, shoddy goods in 
greater importance in the eyes | ‘ager learners who are anxious discrimination in buyine what fine ee and over the 
f manufacturers and mer- tain what is considered a con- he is convinced is goo rather years a national trait of suspicion 
. - j » social and economic than going for cheap duc- has developed. This has resulted 
chants in Southern Africa. 1 driver's licence Once tions, and finally his < .--buy- in the average African being a 
This is in no small part due to een gained, many highly ing habits. far more _ discriminating and 
; recently available figures which | opportunities are dis- The African has not yme careful buyer than his European 
indicate a cash spending power d particularly in those imbued with the Europ dic- Counterpart. 
} of over £150 million annually s where students obtain the tion to “save at all < The He will not accept an article 
5. This may seem a disproportion y duty endorsements. Lorry only saving which n one which a sales aid might recom- 
7 itely high figure for a section of i efficient and reliable can is over a limited per ha mend as “just as good as the 
; our people who earn, on the wages in industry and view to buying some ally brand you want,” but will 
iverage, low ; ney ge — ¢. oe Boe ae item are ee miles in the literal, 
! reasons are not far to ‘ convinced that the true not idiomatic, sense, if neces- 
. ire easily understandable once JRGE TO LEARN wealth is in fundan and sary, to get what he ba by 
‘ he overall picture is investigated ] ge to learn, which grows functional items w reir name. 
With the move to the urban gr each year, is further wages can buy—i.e ng, Advertisers and publishers in 
i ireas which has gradually taken’ evident in the rural areas where furniture, linen, blanke' les, this market have a responsibility 
i place in this century, the African, Afr children can be seen. and in the case of ru ers to commerce as a whole, in that 
; wh s usually quick to learn’ ever y walking to schools cattle, horses and sin ets. the market must be built up on 
iny of our European ways and = whic * sometimes as much as The combined spending of sound foundations of fair dealing 
' has lost no time improving 10 from their homes. The the African represen rge and value for money. 
s earning power and ability. In oppo ity to continue study market because they sp hat ; 
- 1¢ last decade he has become a beyor! the prescribed minimum _ they earn. NEW APPROACH 
ap definite feature of industry and is considered worthy of great This enormous spend en- Strictly from the standpoints 
: in many cases earnings of pro sacn by parents and children, tjal also represents eat of style approach and method of 
* ficient operators are as high as ise y sought after, and not responsibility resting the advertising to them, the African 
es £60 per month was nce awarded. shoulders of publis! nd field offers a fascinating new 
In the mining industry, authori- o the advertiser of branded advertisers. For man ra- study. Many accepted gimmicks 
2 ties quote average earnings of a and trite cliches which are virtu- 


family (who are given good 
housing and recreational facili- 
4 ties) at £21 per month When 
one appreciates the Africans’ 
present inclination toward a 
standard of living which has not 
reached parity with that of the 
average European, this figure, 
while apparently very low, can be 
viewed in a new light. In many 
cases the native has cash to spend 
each month which should make 
him the envy of many a Euro- 
pean with a family and a far 
higher income, but who has to 
1 contend with a much higher 
standard of living. 


CHANGED SITUATION 


ally entrenched in the European 


. . advertising story are, because of 
the bright lights of Durba: the African’s strictly down-to- 
earth thought-processes, com- 
pletely incomprehensible when 
incorporated in advertising 
directed at this field. The visual 
effect and impact is most im- 
portant and should be graphically 
representative rather than futuris- 
tic. The copy should be 
unambiguous but not confined to 
two-syllable words, as this will 
give the unfavourable impression 
that the reader is being “talked 
down to.” 

The indirect statement is not as 
effective as a positive one. For 
example, “Now I will never be 


‘ 


The days of blankets and 
mealie porridge in a mud-hut are 
past. Women now demand the 
“chic” look when buying clothes 
and men insist on suits with cut 
and quality in many cases better 
than those worn by their em 
ployers. To-day the country is 
stirring under the stresses imposed 
by a tremendous urge for national! 
improvement of all aspects of life 
among the African people. This 
is evidenced in the terrific re- 
sponse gained by correspondence 
and tutorial colleges, by adver 
tisers in native media who offer, 


aryliivTis ALLOW A nas 


beach front of Durban present 
of lights when seen from the sea at night Shown in this 
picture is one of the city's largest hotels. 


without my wonderful Bo-Peep 
Beauty Cream” would be better 
worded: “Now I will always buy 
Bo-Peep Beauty Cream.” Effec- 
tive copy is one of the most 
complex and elusive requirements 
for effective African advertising 
Publishers are now organising 
copy-testing panels for scrutin- 
sing proposed African campaigns 
on behalf of advertising agencies 

Finally, one of the most im- 
portant requirements is _ repeti- 
tion. Even at the expense of size, 
greater frequency is well worth 
the sacrifice. 
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FIRST IN THE FIELD.... 


publishers of African 


newspapers for more 


IMVO 


ZABANTSUNDU 
(CAPE) 


THE 
BANTU * 
WORLD 


(NATIONAL EDITION) 


* 


than twenty years... 


IZWI 
LAMA SWAZI 


* 


THE 
COMBINED TOTAL 
CIRCULATION OF THE 
BIG THREE BANTU PRESS 
NEWSPAPERS OFFERS THE 
HIGHEST NATION-WIDE 
COVERAGE "IN THE ENTIRE 
AFRICAN FIELD. 


* 
ILANGA LASE 


NATAL 


THE BANTU 


* 
WORLD 


ALSO PUBLISHERS 0O' 
“THE TIMES OF SWAZILAND” * (TRANSVAAL EDITION) 
THE WEEKLY NEWSPAPER READ ee 

— 


BY EVERY EUROPEAN FAMILY 
IN THE TERRITORY enquiries to a 
the advertisement manager 
+. - bantu press (pty) ltd, 
P.O. Box 6663 
Johannesburg, South Africa. 
FLEET STREET, E.C.4 TELEPHONE: FieeT 


LONDON REPRESENTATIVES: ARGUS S.A. NEWSPAPERS LTD., 8 


SS 


STREET 3765 


HIGHEST AUDITED NET SALES FIGURES 


for any Publication of its type circulating in :— 


Union of South Africa, Nigeria and Gold Coast 
are held by 


The African’s Leading Magazine 


with the 


LOWEST PAGE PER THOUSAND RATE 


Specimen copies and details on application to :— 
LONDON 


The African and Colonial Press Agency Ltd. (U.K. Reps.), 
13, New Bridge Street, E.C.4. Tel.: FLEet Street 03645 


JOHANNESBURG 
Drum Publications, 
P.O. Box 3413, Johannesburg, South Africa. Cables: “‘ Drumbeats "’ 
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IN LONDON 


the services of 


ARGUS SOUTH AFRICAN 
NEWSPAPERS LTD. 


are available to Manufacturers and 

Advertising Agents in connection with 

advertising schemes embracing the 

European and Native markets of the 

Union of South Africa and Southern 
and Northern Rhodesia. 


CAPE PROVINCE 
Cape Daily Argus Fields Advertiser 
Cape Week-end Argus vn Representative 


Daily Dispatch (East London) 


TRANSVAAL NATAL 
The Star (Johannesburg) N » News 
Potchefstroom Herald N ’ ess 
Pretoria News S 


une & Sunday 
Post (Durban) 


ORANGE FREE S7ATE 
The Frie 
Ons Vriend 


NATIONAL MED!A 
Femina & Woman 
The Outspan The Fa s Weekly 
in Mining & 


eering Year Book 


Your 4 Opinion South 
South African Mining & 
Engineering journal 


RHODESI* 
Daily Chronicle (Bulawayo) Nor News (Ndola) 
Weekly Chronicle (National) Rh ‘erald 
Weekend (National) Su (National) 


Sunday News 


Rhodesian (and Central R rectory 
African) Annual 


SWAZILAND 
The Times (Mbaba 


NATIVE PUBLICATIONS 


African Parade (National) anga Lase Natal 
African Eagle nyo Zabantsundu 
African Weekly ztwi Lama Swazi 
Bantu Mirror The Harvester 
Bantu World The Recorder 


Bwalo la Nyasaland 


Rates and full information from the London Agents 


ARGUS SOUTH AFRICAN 
NEWSPAPERS LTD. 
85 FLEET STREET, LONDON, E.C.4 


Telephone : FLEET, ST 1376s 
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The ad agency services 
are comprehensive 


By an Advertiser’s Weekly Correspondent 


N a recent editorial the 
Rand Daily Mail pointed 
out that the South African 


national income has risen 
88 per cent in the past I5 
years; a rate of in -ment 
exceeded only by th nited 
States and Canada The 
editorial finished \ these 
words: “ All that we have to 
learn is efficiency to h our 
wealth.” 

[Those same w apply 
to the majority of Sou rican 
advertising agencies 

With a higher i of 
living in the Union t ever 
been known before actu 
rers have increased pro 
priations to keep _¢ the 
spending power I the 
31 advertising agenc ised 
by the Newspaper P mon 


of South Africa. 
DUAL CAMPAI© 5 


Advertising to t! ean 
population calls for am 
paigns, prepared in and 
Afrikaans, while ad z to 
the natives means ring 
campaigns in severa ages 


and dialects. 
With the South ‘ican 


government hinting » «© carly 
cessation of the presen! im- 
port restrictions, Britis) ‘oanu- 
facturers may soon ook 
forward to a greatly ir: reased 


market for their govods the 
Union. 


There are several a ns 
who have done much the 
advertiser by raising stan 
dards of advertising out 
the Union and itstanding 
among these are the ws aper 
Press Union, the sing 
Agents’ Association anc the 
Society of Advertisers 

Evolved from the \ per 
Press Association, for the 
Cape in 1888, the NS ya per 
Press Union has a n ship 
comprising 95 per cc f all 
publications in South A ca 

The NPU worked ird and 
long to establish a South African 
Audit Bureau of Circulations and 
achieved this aim in 1946 | has 


also been responsible fo a 
generally accepted plan for 
breaking the country down into 


three basic circulat and 
marketing areas for the purpose 
of research. Their longest fought 
battle has been and = «still 4s) 
against “knocking” copy, and 
has now reached the stage where 
an agency director describes the 
enforcement as the strictest in the 
world 


Even publication of the 
results of a comparison test in 


which a product was described 

as being “ more efficient than 

the four other leading makes 
which were tested” was not 
allowed. 

Since is creation in 1947, the 
AAA has done more than any 
other body to establish a code of 
ethics in South African adver 
using and to improve general 
standards Its Media Advisory 
Committee, which demands 
auditors’ statements of print 
igures before the association 
gives approval to publications, 
has done more to safeguard the 
advertisers’ interests than any 
other body 

It is significant that the mem 
bers of the AAA show con- 
sistent improvement, both in the 
services they offer to clients and 
in their annual turnover 

The Society of Advertisers 
represents national manufacturers 
and retailers with a combined 
annual advertising expenditure of 
more than £12 million, and 
exerts a powerful influence 

Largely responsible for break 
ing down long-standing resistance 
and persuading many of the 
country newspapers to join the 
ABC, the society is at present 
negotiating for the supply of 
attendance figures at _ those 
cinemas which show advertising 
films and slides. 

The characteristics of South 
African media differ in many 
cases from those in the United 
Kingdom 

PRESS AND RADIO 


The press of South Africa 
maintains its position as an 
effective medium for general 
advertising, with English lan- 
guage publications leading the 
field. Just over 80 per cent of 
all newspapers sold in the 
Union are printed in English 
There are no truly national news 
papers such as are known in 
Britain. Smal] population groups 
the vast distances involved, and 
the slowness and uncertainty of 
long distance transport prevent 
economical, speedy distribution 

Formed in 1950, Springbok 
Radio, the commercial service of 
he South African Broadcasting 
Corporation, is on the air from 
6.00 am until midnight every day 
of the week. It is broadcast from 
12 medium-wave transmitters and 
on short wave he most pene 
rating national medium in the 
country, it has firmly established 
tself as a powerful means of 


advertising particularly for 


natent medicines and low-priced 
consumer goods. So successful 
has this service proved that 
sponsors are hanging on to the 
tume channels like grim death 
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Alexander’ Films 


(S.A. ‘veto Bae, 


CINEMA SCREEN ADVERTISING SPECIALISTS 


for 


SLIDES «avo FILMADS 


In the Union of South Africa, The Rhodesias, 
Portuguese East Africa, East Africa 


Quotations without obligation. 


Philadelphia Corner, Cnr. Jeppe and Von Wielligh Streets, ‘Johannesburg 
P.O, Box 7724 rel dfilm Phone: 22-9508 


B RANCHES—CAPE TOWN : DURBAN : PORT ELIZABETH : SALISBL 


ORANGE 
FREE 


pA OF SOUTH AFRICA’S PURCHASING POWER 
RESIDES IN THE EASTERN PROVINCE 


This vital section of the South African Market can only be 
reached through the 


Herat 


(South Africa's oldest newspaper —Established 1845) ELIZABETH 


and the 


Evening Post 


These two papers are the only dailies published in Port Elizabeth and 
circulating in the most populous area of the Eastern Cape 

Port Elizabeth is the third ranking seaport, the fourth largest industria! 
area and the fifth largest city in South Africa. Nearby Uitenhage 
which forms ene market with Port Elizabeth, is an important industria! 
and railway workshop centre The hinterland is also highly prosperous 
producing principally wool, hides, citrus and pineapples 

The Eastern Province Herald (mornings) has a strong hold on the 


A.B.C. circulation figures and other dota will be gladly supplied by :— 
The Advertisement Manager, 
anet House C Eastern Province Newspapers Limited, 
231-232 Strand, Londor 2 P.©. Box 1117, Port Elizabeth, South Africa 


sles t one fifth of ite sales being 
g Post publishes a weekend editi 
n Port Elizabeth, bast London and 1 


wtern VProvinee and Border areas on 


eo other media exist to cover thie fast-expanding 


the South Afmecan market 


Newspaper Representations Limited 
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HE street would be Eloff 
Street, Johannesburg—or 
Adderley Street in Cape Town, 
West Street in Durban, Mait- 
land Street in Bloemfontein 
The observant visitor, aided 
perhaps by someone with a 
little background knowledge, 
could easily form a factual and 
quite reliable picture of the 
South African consumer mar- 
ket by walking along those 
thoroughfares in four of the 
Union's principal cities. 

The odd South African encoun- 
tered in the pages of detective 
and other fiction bdelongs—as 
often as not—to the vanishing 
ranks of the very wealthy, but the 
people who throng these four 
streets (and the main streets of 
other large centres) and who 
such a typical feature of the 
South African scene, quite def 
nitely do not so belong Take 
by and large, their average mone 
incomes will not go beyond tl 
£750-£1,000 per annum bracket 
Many of them earn less 

There are, in fact, surprising 
few very rich people in tl 
country, but the comparative eas 


REAL AID TO 


those who believe in 


ADVERTISING 


whether daily press 
periodical; trade press; 


radio; exhibition; cinema; 

poster transport; direct 

mail; catalogue; brochure; 
etc., etc. 


1956 
ADVERTISING & 
PRESS ANNUAL 

OF AFRICA 


the only reference work 

devoted entirely to adver- 

tising and marketing on the 

African continent: con- 

tains the only press guide 
for all Africa. 


Ready December ‘55 


CONTENTS INCLUDE 
Advertisement rates classified 
index publishers and their pub 
teations, Advertising, Press and 
Publicity Organisations Special 
Advertising media. General surveys 
of the territories and press of 

Africa, etc 


PRICE 37s. 6d. 


Obtainabdie from 
The APRICAN & COLONIAL PRESS AGENCY 
Limited 
13 New Bridge St.. London, E.C.4 
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The man in the street 


is a big spender 


and comfort enjoyed by the mid- 
i] ind lower income groups 
whose standards of living are 
joubtedly higher than those of 
counterparts in Europe) may 
create a false impression 
the purpose of a brief sur- 
the South African buying 

it 1S possible to draw cer 

ld and rough divisions 

ning at the top of our 
iat slender social pyramid 


e the well-to-do executive’ 


the people who head the 


lustrial, commercial and 
concerns, the specialists 
erts, the directors and 


s, and resident represen- 
! overseas interests, many 
fairly recent arrivals. 


BUYING HABITS 


l are widely travelled, 
sm ind 


sophisticated people, 
eq at home in London, 
Pa New York, or Johannes- 
bu While they live in South 
A their buying habits are 
P y influenced quite as 
nm by the Illustrated London 
A Punch, the New Yorker, 


> Ladies’ Home Journal as 
indigenous press. This is 
ctor of the luxury market 
Union, and those involved 
gular patrons of the air 
f the leading hotels, and 
uy im the smartest shops 
eir number is small when 
ired with the mass of Soutb 
1 Wage carners 


> clerks and typists, civil ser 
artisans and salesmen, the 
who stand behind counters 
hundreds of shops that 
lidiy line our four sample 
t yn either side, the men and 
“ 1 who work their easy five 
i week in workshops and 
who save up for years for 
np to Europe (if the instal 
its on the car, the radiogram, 
refrigerator and the furniture 
* anything over) they are the 
e of our crowd These are 
people the advertiser should 
cultivate—well-nourished, infor 
lly dressed, surprisingly care 
ee, they are the shoppers who 
stle one another in the morn 
ing hours in town and who dis 
soon after noon to the 
beaches, the playing fields, the 
cinemas, the race course or to 
their own gardens. 


poise 


By RICHARD F. ROBINOW, 


Do they spend m 
certainly do 

With income | 

annual irritant rat 


heavy burden it is 
with all manner o! 


goods in ample 
lavish supply, bl: 
climate (or ra 
climates, since the 


tions in different ; 


country) that enc 
door activities and 
from one end of th 
other, the average 
can gives scant th 


morrow. 
It is true that 
savings banks 


have sh 
increase for years 
cept of personal sac 
sake of attaining s 
goal in years to c 
of “doing without, 
foreign to these pe 
Youngsters fresh 
are snapped up by 
commerce and indu 
ing salaries that w 
past have been re 
sound economic bas 
to get married. And 
married, husband ar 
ing salaries and bot 
in their respective } 
women these days 


societies 


They 


| mere 
van the 
Sritain, 
osumer 
even 
vith a 
i with 
© varia- 

of the 

rage out- 
o.usements 
e \ car to the 
uth Afri- 
to the 


with 
ilding 
teady 
con- 
r the 
omic 
idea 
very 
nds. 
chool 
s, by 
Start- 


the 


of Intam South Africa (Pty), Ltd. 


rather than the 
most offices 

The buying habits of all these 
wage-carners—the employee div: 
sion of our rough classification 
are strongly influenced and 
directed by the two principal 
vehicles of consumer advertising 
the newspaper and magazine 
press, and commercial radio and 
so much so, that a current series 
of advertisements (for a brandy 
actually depicts “the herd” as 
so many sheep, with the odd in 
dividualist who orders the brand 
concerned the only /uman 
form in the bar. 


LANGUAGE DIFFERENCE 


What of the country? The 
“ platteland”? What of the dif 
ferent languages? 

Language does not to any 
extent affect buying habits so 
far as consumer goods are 
concerned, and while it can- 
not be emphasised too often 
or too strongly that the most 
effective approach to the 
Afrikaans-speaking South Afri- 
can is—and must be—through 
the medium of his own vigor- 
ous and friendly language, the 
fact remains that in the larger 
centres at least these people 
buy precisely the same things 
at precisely the same shops. 


exception in 


Cape Towr iif 


years, South 


& ié its 


ifricans kn 


in South 


Picture ith A n Ra 


Africa Aidderle Street 


ings banks have risen in recent 


ow how to spend money 
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Se” advertising 


old 
heads 


young 


shoulders! 


Dare we say that we hav 
We think we 
dates back about 400 yea 
that great age might be 


worlds ? 


a blessing. But we can ; 
aggregate advertising ex; 
top men of more than IC 
pretty useful amount of « 
when it has been gained 
field here in South Afric: 
with the vigour and new 
creative team whose exp 
the best that South Afric 


to offer. 


No matter what mediu 
employ, we know how 
advantage. 


YOUNG 


he best of both 
dare! Advertising 
To lay claim to 
e of a burden than 
do claim an 
ence amongst our 
ears. Thisisa 
‘rience, particularly 
very part of the 

his is combined 

s of a young 

ce combines 


{ overseas have 


ou may wish to 
use it to the best 


(pty.) Itd. 


6th FLOOR, HATTON GARDEN, 
CORNER MAIN & VON BRANDIS STS. 


P.O. BOX 11471. 


TELEPHONE 23-2386 


JOHANNESBURG, South Africa. 


SOUTH AFRICA 
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SOUTHERN AFRICA’S 


FIRST & FOREMOST 


COMMERCIAL RADIO 


PRODUCTION HOUSE 


CRC offers advertisers using the 


d Lourenco Marques networks 


Sprir gbok 


a completely 


equipped programme bu iding organisation 


ra 


ommercial radio programmes 


ith facilities second to none in t! 


RC pioneered in the productior 


his country, and possesses ar 


background of experience in the cre 
rogrammes and features to + 


ges and income groups in ‘ 


addition, CRC maintains spe 


epartments covering the whole 


‘ 


4 


arketing products through the 
radio advertising 


ver a hundred national and interr 


e country 


1 of 


ndigenous to 
riv led 
ation of 
ta nguages, 
Africa 


fie f 


ational 


advertisers are currently using CRC service 


COMMERCIAL 
CORPORATIO 


RADIO 
N 


OF SOUTHERN AFRICA 


COMMERCIAL RADIO CORPORATION OF SOUTHERN AFRICA LTD . 
PANAMA HOUSE, 200 COMMISSIONER STREET. 


JOHANNESBURG, SOUTH AFRICA 


P.O. BOX 1850 


MANAGING DIRECTOR MICHAEL SILVER 
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South African Manager: G. ATHOL HARRISON, 200 S.A. MUTUAL BUILDINGS, PARLIAMENT STREET, CAPE TOWN. Tel: Cape Town 2-4997 
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More people in 
south Africa read 

The Reader’s Digest 

than any other magazine! 


The Reader's Digest Sout! rican edi- 


F tion guarantees advertise 1 average 
monthly net sale of 140 And the 
Franklin Survey reveals t sach issue 

reaches 544,000 readers ethanany 

other magazine, in Englis frikaans! 

What's more, The Rea Jigest has 

nation-wide distribution isthearea 


1e South 


circulation breakdown 


African edition: 


This is a great advertising me n, made even 


more powerful by the type ot »ple who read 


: Cape Province 
The Reader's Digest. They a ove the aver- Western Province - - 
age in income, the kind of vie who influ- Enstern Province - - 
ence others. Above all they readers. They — Se oe 
buy the magazine to read it just to glance : Free State- - - 
at pictures and headlines. hey will read N.&S. Rhodesia - - - 


your advertisements, too. 


NO WONDER IT’S CALLED 


Full page £115 Two-colour £130 Four-colour £160 Half page £65 Two-colour half page £75 


Space in overseas editions of The Reader's Digest can be booked in England, and paid for in sterling 


i would like to see a copy of the South African edition, \ r phone 


ISEMENT DIRECTOR, | ALBEMARLE STREET, LONDON, W GROsvenor 4738 


Representative in Johannesburg: Brian Barends, 101! Empire State Buildings, Plein Street, Johannesburg. Tel: Johannesburg 23-508 § 


Publis 4b he Propr 


BUSINESS PUBLICATIONS Ltd eir t . t s . EC 4 Pin Chancery 8844) 
P Eng St. Clen Pr Lid... P é s kK . I wc. 
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